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Addressing our over-consumerism, 
Katie Jones’ knitwear brand

 embraces her 
granny’s 

ethics.
Her 

	 re-working
	 of vintage knits

 revives 
pieces otherwise

	 facing
 the 

landfill. 
She creates 

collections 
whereby 

Grace Benneworth



From winning the 2016 Selfridges Bright New Things Award; 
her collections are stocked in luxury retailers; and have 
featured within our core magazine on numerous occa-
sions. Her modern ethics of sustainability and attitudes 
on combating over consumerism are perfectly proposi-
tioned with her Granny Image. Pushing the idea of creat-
ing something from nothing; knitting your own clothes; 
along with the concept of patchworking interpreted 
into making clothes from pieces of otherwise wasted gar-
ments. Her brand appeal stems from the distinct variant 
in comparison to typically sustainable or ethical fash-
ion; allowing personal identity to stay at the forefront. 

Katie Jones’ individual aesthetic, combining the kitsch, 
DIY aesthetic, with a personal quirk is cleverly repre-
sented in her collections. She holds strong on releas-
ing UK made products; and ever further than that, 
DIY products, pushing the #sofasnotweatshops hash-
tag, allowing her customers to be fully immersed in 
luxury fashion, with the ability to make her prod-
ucts at home; using her yarns and patterns. Cut-
ting out the damage of a unsustainable, exploita-
tive middle man between the designer and the wearer.

Katie Jones Bespoke Accesories 
for Kit neale ss16 





Is it time to accept that a pause is needed? A con-
templation of how much of our consumption is 
a necessity, and how much is born from a want. 

Saona digs deep into the depths of her ward-
robe; fast fashion retailers; and charity 
stores to explore whether our excessive shop-
ping habits are necessary when compared to 
the average day to day of the 21st century.

SAona Wears Marks and 
SPencers Mens Shirt (as 
styled), SKirt as Stylists 

own, Belt, Tights and ear-
rings are Primark 
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SAona Wears HArper and Lewis ‘Fashion 
Stole my Style’ Shirt, Reworked by Stylist,  
Tulle Dress, TIghts, Socks, SHoes, Blazer, all 

Primark, VIntage Jewelllery and  Floral 
Bralet, Stylists own. 



Saona counted enough party dresses to wear one a day 
for 3 weeks. She also tells us that she can’t even recall 
going to 21 parties within the last 2 years. Each dress 
was different; I suppose it’s a case of having choice, va-
riety; but on probability, some of those dresses will nev-
er get worn. She admits to living in trousers and shirts 
as a university student; practicality and comfort are 
key to a good outfit selection; but that doesn’t pre-
vent the bursting wardrobe in her student halls; of gar-
ments that aren’t practical, nor are they comfortable

With fashion being driven by trend; there is al-
ways new; we are encouraged to buy exponen-
tially, with no question for its consequenc-
es. The desire for self is overtaking the desire 
for a greater good. Ourselves over the envi-
ronment we are surrounded by. The pressure 
to spend has become inescapable; young people 
flaunting their wages and savings on fast fash-
ion.ing closets of clothes with no key purpose.

Shoot location of The Old Fire Station, 
Birmingham, Uk. refurbished into private 
flats, the 20th Century Fire Station was 

industrious and substainally melancoly. 





SAona Wears Vintage FUr and 
Jewellery, Zara Leather Slip, 

HArper and Lewis Baseball shirt, 
Reworked by stylist, Primark 

Belt, with Red tulle Inset  





The damage this dress-up game so many of us play is ap-
parent; yet so frequently ignored. Whilst it’s an in-
creasingly common awareness; the environmental 
damage of the fashion industry; when you’re in the 
position of buying a new Zara shirt that you’ve been 
watching on the website for weeks, it comes down to 
‘why not’; as if the environmental we are impacting is 
as replenishable as the money in our bank accounts.





Beauty 
Eyes: Pantone Palette ‘16-4525’
Lips: 17 ‘Hot pink’ lip glitter

Vintage Victoriana Boots and Primark 
RIbbon Socks in Ballet Pink



 is now a USD 1.3 trillion global industry employing m
ore than 300 m

illion people along the value chain.53 Yet, the current system for producing, distributing, and using 

Textiles and clothing are a fundamental part of everyday life and an im
portant sector in the global econom

y. As production volumes have doubled over the past 15 years, clothing 
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A NEW TEXTILES ECONOMY:
REDESIGNING FASHION’S FUTURE
Ellen MacArthur Foundation
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With Patagonia open-
ing their 104th store, 
and their first in the 
U.K, we explore this 
sustainable outdoor 
brand; and how they 
are promoting a both 
personally and en-
vironmentally eth-
ical approach to 
the apparel industry. 
	 Patagonia pro-
mote substance over 
style; ranges of out-
door and active wear; 
along with sporting 
equipment all with a 
completely transpar-
ent production line. 
Their company mis-
sion is to ‘build the 
best product possible, 
cause no unnecessary 
harm, use business to 
inspire and implement 
solutions to the envi-
ronmental crisis’. This 
wholesome approach 
ensures the best for 
Patagonia’s customer; 
the environment; and 
the workers involved. 

The enterprise began in 1957, started by 
rock climber Yvon Chouinard who 
describes himself as a ‘total pessimist’ 
regarding the planets on going 
environmental issues to The Usual. He 
began by selling hand forged climbing 
equipment, and their merchandise 
developed from there into the line 
available today. The rugby shirt with 
a contrast collar as become one 
of Patagonias most distinguishable 
products; Chouinard acquiring a 
collection from Scotland; upon 
realisation that their high collars 
helped to prevent the rubbing of 
climbing harnesses.
	 Practicality is a major factor is 
Patagonias ranges; substance over style; 
yet making the usable also wearable. 
There is no compromise. Online Patagonia 
give details on how you can repair their 
products; rather than throwing them 
away. They also allow you to donate 
your old Patagonia wear back to them; 
to be recycled or repurposed, in return 
for credits to be spent in store. 
	 For a business; this model could 
be perceived as not being the most 
profitable; for obvious reasons. Actively 
encouraging consumers to not buy 
products if they don’t need them; and 
to get the longest period of wear 
from their clothes once they have 
been purchased; rather than pushing a 
customer to simply replace it. Patagonia 
are showing the middle finger to the 
fast fashion industry.
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Their profits come from the older customer; the 
ones who never immersed themselves in the fad and 
faff of fast fashion; as well as a new breed. The 
millennials and Gen – X who see luxury in the 
purity of a minimal environmental footprint. 
Whereas luxury and wealth was previously en-
visioned by many as excess, this attitude is mor-
phing into a new approach. To live minimally; 
and to hold physical and mental wellbe-
ing high on your agenda is becoming a 
new, radical luxury. We are embracing 
the outdoors more; and smartphones 
less. Helping others is the new helping 
yourself.  Experiences are overtaking 
material objects in terms of value.  Pa-
tagonia’s ecological approach to 
design and business, their inher-
ent thread of outdoor sports, 
and their charitable funding 
sums up this new attitude aptly.
	 Patagonia is a key re-
searcher in new, sustainable 
fabrics. All down is recycled 
from home furnishings; 
which in turn prevents 
any undue harm too 
birds to their feathers, 
and neoprene has been 
replaced by Yulex, 
for the technical-
ly minded, this is a 
plant based poly-
mer. Whereas neo-
prene is derived 
from a crude 
oil derived 
petrochem-
ical; Yulex 
is derived 
from a 
t r e e 
grown 
r u b -
b e r ; 
o n 

Forest Stewardship Council approved plantations. This re-
duces the CO2 footprint of their wetsuits by over 80%. 
	 This is one of the refreshing qualities of Patagonia. They im-
prove and develop transparently; not like the next brand jump-
ing on the vegan trend, releasing a line of t-shirts, just increase 
their target market. Instead Patagonia’s environmental feels, 
even as just a customer, to come from a soulfully driven perspec-
tive; an artful and morally appreciative approach to business
	 Environmentally, the increasing visibility of brands such as 
Patagonia are a blessing; however it is up for debate as to wheth-
er their increasing urbanisation is leading to detraction of 
their ethical stance. It would be incredibly easy to exploita-
tively commercialise Patagonia’s products; increase sales to 
the urban youth market, purely for financial gains. Howev-
er, should this happen somewhat accidentally, as occurred 
with North Face, surely it should be something to be embraced
	 Its difficult to walk through a city centre and not see 
collectives of young men in North Face Parkas; and whilst 
to some; brand avids with a passion for their message as much 
as their products, this may be taken as detrimental. A detrac-
tion from the important. Yet the subconscious infiltra-
tion of sustainable fashion is even more powerful than its 

purposeful positioning.
Patagonia is beginning 

to follow suit; and 
with the UK’s first 

store opening mid 
January; the rise 

in demand for 
its ethical 

direction 
is unar-

guable. .
	 . 



No Compromise
The Custard Factory; Digbeth, Birmingham, United Kingdom. 
One of the cities hubs of creativity and eccentricity; where 
personal identities are bold and undeniable. We question 
how; as much as we should hold caution with our waste-
ful excess; self-expression should be not haltered or con-
fined. What we wear is the first thing we show to those 
external to us. Fashion is a key part of self; even those who 
are undeniably ‘anti’ fashion; still represent this in the out-
fits they choose to wear. There should be no compromise 
between an ethical stance and personal representation.

The passing of manual workers in their checked 
lumberjack shirts; and indie band wannabe boys 
in their vintage bombers; each passerbys person-
al representations are apparent. There’s unap-
parent irony in the litter on the floor and the 
full bins when compared to the peoples avidness 
for self-expression through their clothing.
The usage of vintage and charity store fash-
ion is more common amongst those who 
find the Custard Factory as their hang out; 
and therefore, their aesthetic is uncom-
promising with any environmental ethics.

No Compromise
No Com-
promise

No Com-

No Compromise

-promise
No Compromise
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Our subjects were surprised when we ap-
proached them for candid’s; explain how were 
were interested in personal character.  James; 
one of the boys on the previous page, explained 
how he never attempts to be cool. ‘Its so over-
done; I wear the same outfit basically every day. 
Don’t put that in though; I don’t want people 

thinking I’m gross over something’.





Whilst an ethical approach to fashion 
shouldn’t primarily be about never washing 
your clothes; an acceptance that you can 
form your representational identity without 
drowning in sales and closets of uselessness.
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